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With the development of social economy and improvement of people's living 
standards, Consumers expect companies to provide better products and services. 
Experiential marketing has become a new trend in the field of marketing in recent 
years. Baking enterprises are facing more and more competition and challenges. 
Living space in baking industry is getting smaller and smaller, In order to break 
through the shackles of the traditional marketing mode, some enterprises have begun 
to try a new mode of marketing experience, however, the relevant theoretical research 
is relatively rare. 
This paper adopts the questionnaire survey way, takes Andys experience 
marketing strategy as an example. Customer perceived value is considered as the the 
breakthrough point for analyzing the experience marketing strategy that impacts on 
customer satisfaction. The purpose of this study is to analyze the experience 
marketing how to impact on customer perceived value, and to explore whether the 
experience marketing will impact on customer satisfaction through customer 
perceived value. In addition, the study reach is based on two different groups, one is 
deeper experiencer and the other is lower experiencer. Two types of consumer have 
different perceived value and customer satisfaction results by data analysis. 
The result of data analysis are as follows: 1, Experiential marketing have a 
significant positive effect on customer perceived value 2, experience marketing have 
positive effect on customer satisfaction through customer perceived value as the 
intermediary variables, customer perceived value is higher, customer satisfaction will 
be higher, 3, Customer perceived value should be measured on the difference between 
the actual perception and expectation. The actual perception is higher than expected, 
the customer's perceived value is higher, the customer is more easily satisfied; when 
the actual perception is lower than expected, the customer's perceived value is low. 















There are many theoretical studies on the relationship between experience 
marketing and customer perceived value, or the relationship between customer 
satisfaction and  customer perceived value, however the study for the relationship of 
three are relatively rare, the paper analyze different groups experience in order to find 
out how experience marketing effect customer satisfaction by customer perceived 
value. the research of baking experience marketing will enrich the theoretical system 
of marketing experience. In addition, the research also provide reference and 
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